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RESUMO

No cendrio mundial, a classe profissional dos
agentes de viagens e seus provedores ¢m geral es-
tdo sendo pressionados pelas for¢as emergentes da
economia de mercado globalizado, desencadcando
o fendmeno da desintermediacio e reintermediagio
dos servigos ofcrecidos aos consunudores. A cvo-
lugfio historica das agéncias de viagens € repre-
scntada pela insergdo ¢ relagio com o turismo ¢ 0
mercado de Agéncias de Viagens e Turismo, ¢ pela
realidade internacional, latino-americana ¢ nacional,
na qual se encontram o profissional contextualizado
no presente estudo e as empresas envolvidas neste
setor, por sua estrutura, organizagdo e funciona-
mento, com énfase nos fendmenos (guerras de tari-
fas, desregulamentagio de transportc aéreo,
desvalorizagio cambial, sistemas de comunicacgic
Internet e de informacio, Sistemas Globais de Re-
servas — GSD’s), que revolucionaram as atividades
empresariais quer das Agéncias de Viagens e Turis-
mo, quer do Agente de Viagens. As tendéncias
no setor de viagens influenciadas pelas informa-
¢des do mercado turistico sdo apontadas pela
desintermedia¢io e reintermediagio, fusdo de agén-
cias, rede de agéncias e agéncias virtuais como
forma de reposicionamento mercadoldgico por par-
te das Agéncias de Viagens. As novas teorias na
relagao Agéncia de Viagens e Turisino, Agente de
Viagens ¢ consumidor final sfo definidas a partir
da customizagio dos servigos, fidelizacio dos clien-
tes pelo marketing de relacionamento ¢ pela qualida-
de de servigos. A pesquisa realizada junto a 64%
das Agéncias de Viagens filiadas a Associagio Bra-
sileira das Agéncias de Viagens - ABAV/SC, através
de um instrumento de pesquisa — medida de identifi-
cacioe e de atitude — aponta para a reintermediagio

ABSTRACT

In the global scene, the professional class
of travel agents and their providers is, in general,
being pressured by the emerging forces of the glo-
balized market economy, leading to the phenom-
enon of disintermediation and reintermediatien of
the services offered to consumers. The historical
evolution of travel agencies is represented by their
inclusion in and relation with tourism and the Travel
and Tourism Agency market, as well as by the inter-
nationai, Latin American and national rcalities in
which both the professional contextualized in this
study, and the companies involved in this sector are
found, owing to their organizational and operational
structure, which emphasizes the phenomena (price
wars, deregulation of air transport, foreign ex-
change devaluation, the internet and information,
and Global Reservation systems — GDSs) that
are revolutionizing the business activities of Tour-
ism and Travel Agencies or of Travel Agents them-
selves. Trends in the travel sector, which are
influenced by tourism market information, are char-
acterized by disintermediation and reintermediation,
mergers between agencies, agency networks and
virtual agencies, as forms of marketing replacement
on the part of Tourism and Travel Agencies, and
forms of service and new profile on the pari of
the Travel Agents. New theories in the relationshap
between the Travel and Tourism Agency. the
Travel Agent and the end consumer are being de-
fined based on customization of services, client
loyalty through the marketing of customer relations,
and service quality. The research was carried out
on 64% Travel Agencics, all members of the Brazil-
ian Association of Travel Agencies — ABAV/SC,
using a research tool — identification and atutude

119



Turismo : Visdo e Agha —ano 3 -n.¥ - p 119-123 abriset-2001

dos servigos, para a adaptagio para novas [er-
ramentas tecnelogicas (ambiente Internct ¢ os
Sistemas Globais de Rescrvas — GDS's). para as tco-
rias cmergentes na rclagfo consumidor. O prognos-
tico do reposicionamento de servigo ¢ mais uma
posicdo de inversdo de parceria, convencional-
mente mantida com os provedores juitto aos clien-
tcs do que uma relagio de intermediacio dos
scrvigos, cujo foco ¢ centrado na posigio ¢ na admi-
nistracde da informacgdo que cste profissional
mantém sobre o scu cliente.

measurement - which indicated reintermediation of
scrvices. adaptation to new technological tools (the
[nternet envirenment and Global Reservation Sys-
tems (GDSs)). and cmerging theories in consumer
relattons. The prognosis of service replacement is
a reversal of the partnership that conventionally
cxists between providers and chents, rather than a
relationship of service intermediation. This partner-
ship focuses on the position and administration of
information that these professionals keep on their
clients.
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